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Abstract 
 
International Television Formats in the Chinese Television Market 
Yun Gao 
 
 
 
Traditionally, China’s TV industry doesn’t consider reality-format TV shows to 
be an important genre. But, in 2010, an unscripted international format show –China’s 
Got Talent debuted on Dragon TV and became one of the hottest shows in China. The 
popularity of China’s Got Talent gave the Chinese television industry an opportunity 
to learn about international television formats. In 2012, Zhejiang TV broadcast The 
Voice of China as a summer season program; the show proved to be a hit. Insiders from 
China’s TV industry began to realize the necessity of introducing formatted programs. 
During 2013, a large number of TV stations bought international TV formats from 
other countries. Those programs ranged from singing competitions and dance contests 
to game shows. However, not all of those shows gained high ratings. In October 2013, 
a government edict that relates to international TV formats was issued, stating that 
starting in 2014, nationwide satellite networks were only permitted to import one 
international format per year.
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CHAPTER 1: INTRODUCTION 
 
In 1958, the first TV network was founded in China, Chinese Central Television. 
By 1965, more than ten television stations were established. Today, there are more 
than 1000 channels available in the country, including regional channels. While the 
television industry has been growing quickly, the competition for local audiences 
between television stations has become fierce. Moreover, in the past few years, with 
the evolution of online streaming platforms, viewers’ habits have changed. Because of 
the heavy fragmentation of audiences, traditional TV networks have attempted to find 
some programs that can guarantee high ratings as well as minimize risks and financial 
costs. At the same time, the international format trade, for example, the Idol franchise 
(American Idol in the U.S), was growing at a rapid pace in Europe and America. 
Formats like Big Brother and Who Wants to Be a Millionaire have been traded 
worldwide. The international format has advantages that are exactly what China’s 
traditional TV stations had been looking for. In 2010, the well-known format Got 
Talent was sold in China. Because of its sudden success, producers in China 
recognized that there is a need to import international TV formats into China. An 
abundance of television stations treat the international format as the “template from 
heaven”. (Kean, Moran, Ryan, 2003) Last year, China’s TV industry became a 
battleground for international formats. TV networks like Hunan TV and Dragon TV, 
aired different format shows for each season.  
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After last year’s edict by the Chinese government “strengthening the limitation of 
entertainment-based television shows”（Qi, 2013）, critics have doubted the future of 
international TV formats in the Chinese market. This thesis explores the current status 
of international TV formats in China, offering a thorough analysis of how to make an 
international TV format successful in China by studying some format shows that have 
already aired , as well the future of TV formats in China since the announcement of 
the new edict. 
Background and Need 
 
 
Figure 1. The Structure of China’s Television Industry 
 
China Central Television
• CCTV1-CCTV15
• CCTV News
• CCTV International
Nationwide Satellite TV  Network
• Hunan TV
• Jiangsu TV
• etc
Local Network
• Provincial Terrestrial Channels 
• City/Regional Channels
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The national network, China Central Television (abbreviated CCTV), has one 
main channel-CCTV1- and more than 10 specialized channels. Unlike broadcast 
networks in the United States, CCTV and Nationwide Satellite Networks do not have 
owned or affiliated stations in different areas. They provide 24 hours of daily 
programming to audiences all over the country. This means that those networks have 
to compete with each other at a national level. In terms of Local Networks, there are 
two categories: Provincial Terrestrial Channels and City Channels. As the names 
imply, Provincial Terrestrial Channel only sends signals to the households within the 
province. Audiences cannot watch City/Regional Channels unless they are in those 
city areas. All TV stations in China are subject to supervision by SARFT (State 
Administration of Radio, Film and TV). At the end of 2013, a new edict “strengthening 
the limitation of entertainment-based television shows” was issued by SARFT stating 
that starting in 2014, nationwide satellite networks were only permitted to import one 
international format per year, excluded those already being purchased for 2014. 
Purpose of the Study 
 The purpose of this study is to explore the history of international Television 
formats in China, the current landscape of international television formats, how to 
make better format programs in China, and to predict the future of overseas TV formats 
in China’s media industry. By discussing the above topics, the study will give readers 
a clear view of international TV format programs in the Chinese TV market. 
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CHAPTER 2: LITERATURE REVIEW 
“Between 2002 and 2005 there were four formats licensed in China, but in the 
past two years there were 35,” according to Michel Rodrigue, the CEO & Partner of 
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The Format People Inc. This study examines the current landscape of international TV 
formats in China, the performance of international formats in China and the future of 
international TV formats under current government policy. This research begins with 
a definition of international TV formats and its emerging history. This review section 
will also address the structure of international television formats. 
Definition of Syndicated Format Television Programming 
In the past ten years, international television formats have become increasingly 
popular. Formats like The Voice, Got Talent and Idol can be found all over the world. 
But, what exactly is an international TV format? There are numerous valid definitions 
of television formats. Schmitt (2005) defined a TV format as a programming concept 
that has been sold for adaptation in at least one country outside its country of origin, 
but it is important to note that the “concept” is not just referring to the idea of the show. 
“It combines many different elements. Some come from the paper format (rules, plot, 
name, location) and others are driven by the added production knowledge (music, set 
design, participants’ and host’s characteristics)” Gottlieb (2010). Moreover, Cheng 
(2009) identified an international TV format as a template of a TV program. The 
template contains numerous important elements. According to Yin (2005), the concept 
of an international TV format refers to “the shows idea, the guideline for production 
and some post-production skills ”. Bao, drew an analogy between industrial production 
and TV production. He further argued that,” Format is a mold that allows different 
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countries to recreate the same format-based programs.” (Bao, 2013). Like a canned 
TV program, “The format program is devised, developed and broadcast in one 
television market,” then licensed and rebroadcast all over the world. But “what is put 
on air is a new program produced in this other territory and using the format of the 
original as a kind of template that will help to direct the remaking of the adaptation” 
(Albert, 2008)  
There are some common principles that can be combined to understand what 
international TV formats are. Basically, a TV format is a programming idea 
accompanied by format “knowledge components” (music, set design, participants’ and 
hosts’ characteristics), production consulting service and “production bible” (rating, 
target audiences of the original program), which can be sold for adaption in other 
countries. Usually, the creative process of a TV format can be broken down into four 
main phases: “(1) coming up with a program idea, (2) creating a paper format, (3) 
adding production and business knowledge to create the program format, and finally, 
(4) airing the episodes. (Gottlieb, 2010) International TV formats are also known as 
overseas TV formats or foreign TV formats. 
A foreign format allows a local broadcaster or production company to invest less 
money on researching and developing a new program. (Jensen, 2007) Since 
broadcasters are trying to minimize the cost of research and development of new TV 
programs, international TV format would seem to be an ideal choice. Compared with 
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other TV programs, reality, lifestyle and games show have a broad range of audiences 
as well as lower production costs (Brunsdon, 2001). The cost of international TV 
format production is much lower than for an original drama production. In addition, 
“imported formats offer some measure of predictability based on their past 
performances in other countries.” (Waisbord, 2004) International TV format enables 
producers to diminish uncertainty and minimize risks by using proven ideas.  
History of TV Formats 
“The first phase of international program exchange occurred in radio and started 
at least as early as the late 1930s.” (Moran) Solid broadcast format connections mainly 
existed between the United States, the United Kingdom and Australia. In the early 
1940s, BBC Radio’s The Light Programme and Australian commercial radio owned 
popular radio shows that were adapted from U.S. radio station series’. Australia 
commercial radio bought Lux Radio Theatre and Big Sister (Moran, 2008)). The Light 
Programme purchased It Pays To Be Ignorant from CBS and Twenty Questions from 
radio station WOR (Chalaby, 2011).  
By 1951, BBC reached a trade agreement with US producers Goodson-Todman 
for the US panel show What’s My Line, which was first broadcast on BBC Radio, then 
debuted on BBC Television. In the 1960s and 1970s, format trade essentially traveled 
from the US to Europe and Australia until CBS broadcast its version of Till Death Us 
Do Part, a show that CBS bought from BBC. (Rouse, 1999). By the 1990s, “the format 
8 
 
flow remained modest in size” (Chalaby, 2011), and the most popular genre of TV 
formats was the game show. The US dominated the format business at that time, “the 
UK, the Netherlands, France and Japan were among format exporters, but not on the 
scale of the USA.” (Chalaby, 2011) 
Various media companies became involved in the format trade business. For 
example, Action Time, established in 1979, began importing US formats to the UK in 
the 1980s. It also exported the game show-The Krypton Factor to ABC in the US. The 
Krypton Factor was the first foreign game show purchased by the US from another 
country. Companies like Fremantle, Endemol, BBC, JE Entertainment and John de 
Mol Productions became active in the TV format market from 1990s.  In 1998 and 
1999, the reality TV formats Who Wants to Be a Millionaire?, Survivor and Big 
Brother became ratings leaders in the United States, the United Kingdom and Western 
Europe. (Bazalgette, 2005). Those three shows and Pop Idol (which premiered in the 
UK in 2001) were defined as a “super format” ( Bazalgette, 2005). All four super-
formats have played an important role in speeding the international TV format 
business. Until their emergence, the format as a mechanism for international 
distribution was relatively unknown in the TV industry. (Chalaby, 2011).  
In 2000, in order to fight TV- format piracy, many format industry companies 
came together and established the Format Recognition and Protection Association 
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(FRAPA, 2005). The world’s leading exporter of formats by a comfortable margin is 
now the UK, followed by the USA and the Netherlands (FRAPA, 2005).  
 
 
Table 1. Numbers of Imported & Exported Formats (2006 - 2008)   
 
Count of imported & exported Formats 
  2006 2007 2008  2006 2007 2008 
Argentina    France    
Imported Formats 4 4 4 Imported Formats 46 32 44 
Exported Formats 16 19 20 Exported Formats 12 12 12 
Australia    Germany    
Imported Formats 20 23 22 Imported Formats 39 40 42 
Exported Formats 10 11 12 Exported Formats 14 11 12 
Canada    Italy    
Imported Formats 10 20 17 Imported Formats 35 42 39 
Exported Formats 7 4 4 Exported Formats 7 3 9 
Denmark    UK    
Imported Formats 22 9 24 Imported Formats 21 25 20 
Exported Formats 7 7 6 Exported Formats 84 93 98 
Japan    USA    
Imported Formats 1 0 0 Imported Formats 36 39 41 
Exported Formats 6 11 12 Exported Formats 47 56 56 
 
(Source: FRAPA analysis of The Wit data) 
 “International format exchange is now one of the pillars of the modern global system 
of television.” (Moran, 2008) 
British company Fremantle Media is one of the world's largest and most 
successful creators, producers and distributors of entertainment brands.(Conlan, 2013) 
More than 150 TV programs created by Fremantle Media are purchased and televised, 
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which is more than 20,000 hours of TV programs directly produced and authorized. 
TV programs created by Fremantle Media include: “Idols” series, “Got Talent” series, 
and “X-factor”. China TV channels imported some of Fremantle Media’s TV programs. 
“Take Me Out” is produced and aired by HBS Network; “China’s Got Talent” is 
produced and aired by SMG Network; “X-Factor” is produced and aired by Liaoning 
Network; and “Sports Competition” by Anhui Network. Endemol is an international 
television production and distribution company owned by Mediaset. The company 
produced and introduced more than 50 different popular TV programs internationally 
(“Creating Global Hits,.”n.d.) Currently, one of the most popular TV programs 
produced by Endemol was introduced to China as the Chinese version of “The 
Marriage Ref”, authorized to Jiangsu Network. 
The Transformation of the Overseas TV Format in China 
With the globalization of television, CCTV bought a game show format-Go Bingo 
from the UK in 1998, which cost more than 4,000,000RMB ($700,000 US) (Gou, 
2012). This format trade lasted for one year, and was terminated for many reasons. 
Although the international TV format business was not popular in China at that time, 
producers noticed the advantages of overseas programs. Since then, Chinese television 
producers began to borrow international programs from Hong Kong, Taiwan and the 
UK. Copying foreign TV shows became a trend in China’s TV industry during that 
time period. Hunan TV’s Happy Camp, borrowed from Taiwan’s entertainment show 
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Super Saturday. The talent contest show Super Girl, a clone of UK’s Pop Idol, became 
one of the most successful shows in the history of Chinese Television, even though 
it’s Chinese producer was sued by Fremantle Media, stated that it was a copy of Pop 
Idol. According to Xie (2012)” before the mid-2000s, many of China’s TV producers 
tried to imitate foreign TV shows without getting the licensing.” However, copying 
cannot guarantee success, because the backbone of a successful TV show not only 
consists of the show’s idea but also many other primary elements. TV producers could 
access the show’s idea by watching the show, but they have no chance to learn how 
the show is successfully produced. 
In 2007, IPCN and 3C Media imported Strictly Come Dancing, 1 VS 100, and Just 
the Two of Us; at that time, the international TV format trade was not popular in China. 
As the format agent pioneer in China, IPCN and 3C Media confronted numerous 
difficulties in selling formats to China’s TV industry. Xichen Liu, CEO of 3C Media, 
discussed his experience in a magazine interview. “We introduced Strictly Come 
Dancing to Zhejiang TV. When we had almost reached an agreement over this deal, 
Dragon TV produced a dancing competition show similar to Strictly Come Dancing. 
Thus, Zhejiang TV gave up this deal and it took us several months to find new buyers.” 
BBC’s former producer Matt Elmes said, “In the beginning, it was tough selling 
formats in China. I introduced a couple of formats to different Chinese stations, but 
none of them showed interest. However, one month later, I found out similar shows 
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were airing on China’s TV channels.” (Xie, 2012) China’s TV professionals had 
noticed the advantages of international TV formats, but Hunan TV was the sole 
purchaser of an international format at that time. 
The initial growth of international TV formats in China was slow, however 
everything changed in 2010, when Dragon TV bought the TV format Got Talent from 
Fremantle Media. The first season of China’s Got Talent reached the highest ratings 
in both total viewers and the 18-49 demographic.（Xie, 2012）China’s Got Talent 
generated $64 Million in revenue for Dragon TV, which accounts for almost half of 
the total revenue that Dragon TV generated in that year (Xie, 2012) In the summer of 
2012, another popular TV format, The Voice debuted in China under the name The 
Voice of China. The success of The Voice of China and China’s Got Talent are credited 
with the growth of TV formats in China. Increasingly, TV stations and production 
companies realized the importance and advantages of overseas TV formats. Last year, 
the Shanghai TV Festival and the Sichuan TV Festival held a summit for TV formats. 
In 2013, the significant growth of international format TV shows indicated that TV 
formats already plays an important role in China’s television industry. 
The Structure of International Television Formats  
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Figure 2: Roles in China’s Television Format Market   
 
Generally, there is an original version of a format idea. If this version is successful 
with local viewers, the format originator of this show then enters the international TV 
format market by selling its format rights and format package via an international 
distributor to one or more foreign TV markets. Large media conglomerates such as 
Endemol and Fremantle Media, own or cooperate with various local originators 
(Jensen, 2007). They also act as the international distributor of international TV 
formats, helping their formats reach more markets. 
There are two kinds of buyers in China; the television station and the production 
company. They can either buy TV formats directly from format distributors or with 
the help of format agents. Sometimes, television stations and production companies 
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cooperate with each other. In that case, the production company will buy the licensing 
of the format and adapt the format to the local version. Then, the production company 
will sell the local adaptation to their television station. However, some television 
stations like Hunan TV have their own high quality production team. They buy and 
localize overseas formats themselves. 
Format agents in China, like IPCN and 3C Media play a significant role in the TV 
format trade between Chinese buyers and format distributors. They provide options 
and recommendations on suitable TV program formats for clients. In the preparation 
phase, the TV format agent would translate the production manual and provide 
answers to any questions that TV stations and production companies would have. 
Many TV format agents also perform as advertising agents to promote the show. Many 
purchasers would sign a TV format contract only if the TV format agent had already 
confirmed the advertising clients and potential revenue.  
 
CHAPTER 3: METHODOLOGY 
Research Questions 
The following research questions were addressed in this study: 
Question 1:  
 What is the current status of international TV formats in China? 
Question 2:  
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 What elements lead to a successful TV format adaptation in the Chinese television 
market? 
Question 3: 
 What are the challenges TV formats have had to face since the new edict and how 
can they be dealt with? 
Methods 
 Qualitative research was used to address the research questions above. In order to 
analyze the current status of international TV formats in China, content analysis was 
conducted. The research data consisted of different articles and examination of four 
format-based TV shows.  
The purpose of this analysis is to examine the different format-based shows’ 
advantages and disadvantages and to determine what elements make international TV 
formats fit China’s television market. The sampling procedure used by the researcher 
was purposive sampling. Four different format shows were selected for the content 
analysis. The format based shows of this content analysis included the following: 
1. Dad! Where Are We Going? / Season 1  
This reality TV show is based on the original South Korean show, Dad! Where 
Are We Going? Hunan Television bought the rights and format from South Korea and 
then adapted and localized it to a Chinese version. The concept of this series is to 
increase the awareness of parent-child communication and interaction. It premiered on 
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October 11, 2013, and reached more than 600 million viewers each week. (Sue-Lin 
Wong, 2013). 
2. China’s Next Top Model  
This reality TV series is the Chinese adaptation of America’s Next Top Model, 
featuring 14 contestants as they compete with each other for the weekly Best Shot and 
Finale Runway reward. The format of China’s Next Top Model was introduced by the 
format agent IPCN, and broadcast on The Travel Channel, with an average rating of 
1.5 and more than 100 billion downloads online（Meng,2013）. 
3. The X Factor 
This television music competition format created by Simon Cowell, was in great 
demand in China. In 2011, Liaoning Television station bought the rights to the show 
from Fremantle Media. In 2013, Hunan Television bought this format based TV show.  
4.  The Voice of China  
Based on the popular singing competition show The Voice of Holland, The Voice 
of China became an instant hit after debuted on Zhejiang TV. Unlike the acquisition 
of Where are We Going? Dad and The X Factor (China), Zhejiang TV didn’t buy the 
rights and format of the show itself. A production company, Canxing, acquired the 
rights. 
Content analysis was conducted with the help of industry trades, online distribution 
platforms, and ratings data. The researcher will list the above TV shows’ performance 
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information within the time period, duration and ratings. A competitive analysis 
between the format’s Chinese version and original version also has been utilized 
including localizing tactics and promotion strategies.  
 
Challenges and the future of international TV formats in China after the new edict 
Interviews were utilized in the qualitative research section to analyze the 
challenges that international TV formats face in China, since the announcement of 
“strengthening the limitation of entertainment-based television shows”. In-depth 
interviews with five TV format professionals were conducted via email and Skype. 
These professionals were selected based upon their knowledge and background in this 
area.  
 The author reached Mr. Rodrigue, Mr.Keane and Mr. Lorber via the social 
business media website LinkedIn; they agreed to answer a series of questions, based 
on the thesis topic and their respective backgrounds.  The two Chinese Format 
Agent/Broker Company interviewees were reached via Weibo (a social media 
platform similar to Twitter). They accepted an interview following a private message 
sent by the author, on the condition of anonymity. 
 
CEO of The Format People Inc. 
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As the founder of The Format People and an early proponent of TV formats, 
Michel Rodrigue has over 35 years’ experience and knowledge of the television 
business. He has provided TV format consultation for almost every territory in the 
world. 
Author of China’s TV Industries 
Michael Keane conducts research on the Chinese media industry. He is also an 
author of books and articles about China’s media and TV industry, including Media in 
China Consumption and TV Drama in China. Currently, he is working on his latest 
book, China’s TV Industries.  
 
 
 
Two Insiders from a Chinese Format Agent/Broker Company 
Anonymously quoted at their request, both work at a Chinese format agency; their 
primary responsibility is negotiating option and licensing deals with format rights 
holders. 
International Format Consultant 
Marc Lorber works with production companies, producers and distributors to 
acquire, license and sell formats to networks and platforms worldwide. The interview 
19 
 
questions for each of the people interviewed were slightly different since they all have 
different backgrounds.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CHAPTER 4: RESULTS 
Current Landscape 
In light of Got Talent’s success, increasing numbers of international TV formats 
have been imported into China. Some critics have warned that overwhelming 
dependence on international TV formats will lower the level of China’s TV industry 
creativity. This section will focus on a discussion of the current landscape of 
international TV formats in China. 
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According to table 2, three international TV format adaptations aired in 2010. Dragon 
TV’s China’s Got Talent is the ratings leader among all the non-scripted shows in 
2010. 
 
Table 2. International TV formats that aired in 2010 
Broadcast 
Channel 
Show Name Original Format Distributor 
Hunan TV 
Strictly Come Dancing Strictly Come Dancing BBCW 
Beat the Mic Beat the Mic Shixi Media (Broker) 
Dragon China's Got Talent China's Got Talent FremantleMedia 
 
 
Listed below are the international format based TV shows that were purchased and 
aired on Chinese television stations during 2013. (Source: Public Trades, Network’s 
website). The data indicate that almost 30 format based TV shows were broadcast in 
China last year. Dragon TV dominated the number of international adaptations, with 
5 of the 26. Hunan TV, as the pioneer and innovator in the TV format business bought 
and produced five format-based shows last year. Besides Dragon TV and Hunan TV, 
the 3 most-watched channels, Zhejiang TV, CCTV and Jiangsu TV, also purchased 
international format TV programs. Although Sichuan TV primarily featured scripted 
series, it also bought an imported show for the year 2013. The top five networks on 
the list, Dragon TV, Hunan TV, ZhejiangTV, CCTV and Jiangsu TV, are also the five 
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most watched channels in China（Zhong, 2014）. It is notable that most of those foreign 
TV formats aired on Friday, Saturday and Sunday nights, which are the most-watched 
time slots.  
 
 
Table 3. Channels that aired TV format shows in 2013, ranked by number of 
international TV formats shows owned.  
 
 
 
Broadcast 
Channel 
Show Name Distributor Genre 
Dragon 
TV 
Got Talent Fremantle Media Talent Contest 
So You Think You Can 
Dance 
19 Entertainment Dance 
Competition 
Super Diva Korea Music Contest 
Idols Fremantle Media Music Contest 
The Cube All3 Media Game Show 
Hunan TV Your Face Sounds Familiar Endemol Talent Contest 
The X Factor Fremantle Media Music Contest 
Dad! Where Are We 
Going? 
MBC Lifestyle 
I Am a Singer MBC Music Contest 
Take Me Out Fremantle Media Dating Show 
Zhejiang 
TV 
Tonight's the Night BBC One Music Contest 
The Voice Talapa Media Music Contest 
Poker Face ITV Studios Game Show 
Celebrity Splash Eyeworks Lifestyle 
CCTV Thank God You're Here Fremantle Media Comedy Reality 
 Dancing with the Stars BBCW Dance 
Competition 
Jiangsu 
TV 
TV Total Turmspringen Banijay International Lifestyle 
Raid the Cage Sony Pictures Game Show 
Still Standing NBCU Game Show 
Shenzhen 
TV 
Generation Show DRG Game Show 
The Battle of the Sexes Tapla Lifestyle 
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Guangxi 
TV 
Identity Shine Group Game Show 
True Talent TV3 Music Contest 
Anhui TV Holding out for a Hero ITV Studio Game Show 
Hubei TV Super Star K E&M Music Contest 
Sichuan 
TV 
2 Days & 1 Night KBS Lifestyle 
 
 
 
Figure 3. Format Genres (Ranked by percentage) 
Music contests accounted for one-third of the total number of international TV 
formats. Game shows and lifestyle shows were the second and third biggest genres of 
all the international TV formats in 2013. Altogether they constituted 42% of the total 
number of formats. The rest of the formats were divided among talent shows, dance 
shows, dating shows and comedy reality shows.  
Below is an overall rank of all TV formats’ finale ratings in 2013 from the highest 
to lowest. (Source, CSM 47 cities) With a 5.314 rating, The Voice of China was the 
31%
23%
19%
8%
8%
4%
4%
4%
Music Contest
Game Show
Lifestyle
Dance Competition
Talent Contest
Comedy Reality
Reality Competition
Dating
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highest-rated show among the 26 international format-based programs during this time 
period, followed by Dad! Where Are We Going?, I Am a Singer and Chinese Idol. The 
music competition show True Talent was the lowest-rated show among the 26 format- 
based programs within the time frame with a rating of 0.389. The ratings dropped 
gradually from Chinese Idol to True Talent. It is notable that both the highest-rated 
and lowest-rated shows are music competition programs. Comparing the ratings of 
game shows and other genre shows, 6 out of 8 music talent formats were on the top of 
the rating list. Although the game show Still Standing ranked in the middle among 
those 26 format programs, the remaining format shows in the same genre, like Raid 
the Cage and The Cube, were at the bottom of the ratings list. The rankings of these 
reality competition shows are extremely diverse. While Dad! Where Are We Going? 
ranked second, with a 4.916 rating, 2 Days and 1 Night only had a 0.613 rating for its 
finale episode, even though both of their rights were bought from Korea. 
 
Table 4. Overall rank of all TV formats’ finale ratings in 2013 
Show Name Rating Genre 
The Voice of China 5.314 Music Contest 
Dad! Where Are We Going? 4.916 Lifestyle 
I Am a Singer 4.127 Music Contest 
Idols 2.345 Music Contest 
Dancing with the Stars 2.14 Dance Competition 
Got Talent 1.651 Talent Contest 
The X Factor 1.621 Music Contest 
Super Star K 1.339 Music Contest 
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Super Diva 1.33 Music Contest 
TV Total Turmspringen 1.251 Lifestyle 
Tonight's the Night 1.13 Music Contest 
Celebrity Splash 1.103 Lifestyle 
Still Standing 1 Game Show 
Your Face Sounds Familiar 0.958 Talent Contest 
So You Think You Can Dance 0.866 Dance Competition 
The Battle of the Sexes 0.72 Lifestyle 
2 Days & 1 Night 0.613 Lifestyle 
Poker Face 0.592 Game Show 
Generation Show 0.571 Game Show 
Thank God You're Here 0.55 Comedy Reality 
Raid the Cage 0.517 Game Show 
Holding out for a Hero 0.489 Game Show 
The Biggest Loser 0.47 Reality Competition 
Take Me Out 0.409 Dating 
The Cube 0.404 Game Show 
True Talent 0.389 Music Contest 
 
 
Although scripted series and reality shows from Korea are very popular in China, 
no one purchased international TV formats from Korea until 2013. During that time 
period, five Korean TV formats were purchased and produced in China, Dad Where 
Are We Going? and I Am a Singer were two of the strongest shows in that year. In 
2013, four Korean formats aired on Chinese TV; Super Diva, I Am a Singer, Phantom 
Sanchez and Sisters Over Flowers. Last year’s hit show Dad Where Are We Going! 
and the reality travel show Grandpas Over Flowers are airing in the summer of 2014 
in an attempt to attract younger audiences. During interviews with the researcher, 
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anonymous sources from a Chinese agent/broker disclosed that Zhejiang TV had 
already purchased Running Man’s format and Hunan TV already bought True Man’s 
format. Having seen the success of 2 Days and 1 Night, Sichuan TV will produce the 
second season of this format. Zhutian (2014) stated “After interviewing with some 
industry insiders, I realized this year the price of a Korean format is two to three times 
more than last year.” 
Elements that Make International TV formats More Appropriate for the Chinese 
Market 
Case One: Dad! Where Are We Going? 
The basic plot of the original show and the Chinese adaptation are similar: five 
celebrity fathers and their children travel to rural places. The fathers take care of 
everything for their children, including cooking and washing, and go on camping trips 
with their children. 
The two shows differ fundamentally as to the roles of the fathers and their children. 
In order to make the show attract different kinds of audiences, the Chinese adaptation 
made the balance between girls and boys equal. Each of these children has a different 
personality. Whereas in the Korean version, most of the fathers were from the media 
industry, the Chinese adaptation has fathers from several different fields, which made 
the show appealing to broader audiences. Each of these fathers has a different 
personality and comes from a different province in China. Based on the show’s 
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performance, the production team did a good job of adapting this international TV 
format for a Chinese audience. 
 
 
 
 
 
 
 
 
 
Table 5. Cast Comparison (Season 1)   
Format Version Father's Name/Job Child 
Average age of 
Children 
Chinese 
Adaptation 
Jimmy Lin/ Actor Kimi/Son 
6 years old 
Tian Liang／Diver Cindy/Daughter 
Zhang Liang/ Model Tian Tian/Son 
Guo Tao/Actor Shitou/Son 
Wang Yuelun/Director Angela/Daughter 
Original Format 
(Korean) 
Kim Sung-
joo/Announcer Kim Min-gook (son) 
8 years old 
Lee Jong-hyuk/Actor Lee Jun-soo (son) 
Song Chong-gug/Soccer 
Player Song Ji-a (daughter) 
Sung Dong-il/Actor Sung Jun (son) 
Yoon Min-soo/Singer Yoon Hoo (son) 
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   In addition to successfully adapting Dad! Where Are We Going? for a Chinese 
audience, Hunan TV knows how to market the show to attract audience attention. 
Hunan TV began to air a sneak peek of this show right after the hit show I Am a Singer 
one month prior to the show’s premiere on Hunan TV. In addition, Hunan TV also set 
up a Weibo account (similar to Twitter) for Dad! Where Are We Going？ and 
encouraged users to guess and vote for the show’s cast a month before the premiere. 
One week before the show’s first run on TV, a promotional event named Dad! Where 
Are We Going? was held in Beijing, which drew attention from social and traditional 
media. Smart scheduling also attracts a bigger audience. Putting the show in the same 
time slot that aired I Am a Singer before and right after Day Day Up assured high 
viewership. Dad Where Are We Going has seen success through its social media 
efforts. Moreover, the show’s Weibo account is also interactive during episodes, 
encouraging fans to use different hash tags to participate. The five celebrity dads from 
the show were also active on Weibo and very responsive to their fans, frequently 
posting their children’s photos. This show also encouraged its audiences to shares their 
experiences related to the show. For example, in one episode one of the fathers failed 
to tie his daughter’s hair back. One week later, a fan shared a video of using the 
vacuum to braid hair on Weibo, and the fathers from the shows retweeted this post. 
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Case Two: Next Top Model 
Next Top Model was originally created for The CW by Tyra Banks and produced 
by Ken Mok’s 10 by 10 Entertainment, which later became an international format. 
After twenty seasons, America’s Next Top Model is still one of the strongest shows on 
The CW. The agent IPCN introduced the format of Next Top Model into China’s TV 
market, and it was purchased and aired through The Travel Channel. 
 
 
Table 6. The following chart provides basic information about The Travel Channel 
(China) and The CW (US). 
 
Network The Travel Channel (China)  The CW (US) 
Target Audience 18-44 18-34 
Programming 
Fashion news Scripted series  
Lifestyle shows Reality shows 
Reality shows   
Hit shows 
Bazaar Fashion Gossip Girl 
Beauty Lady The Arrow 
 
 
Based on the above chart, The Travel Channel and CW have many similarities. 
Unlike other broadcast networks, CW has a narrow target audience group which 
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ranges from 18 to 34. Similar to CW, The Travel Channel’s intends to target viewers 
ranging from 18 to 44. The CW’s scripted show Gossip Girl is popular in China, since 
its narrative structure contains many friendships, relationships and fashion elements. 
Those similarities lay a solid foundation for China’s Next Top Model’s success in 
China. 
China’s Next Top Model and America’s Next Top Model have the same basic 
competition concept, but when it comes to narrative structure, casting and shooting 
location, these shows are completely different. America’s Next Top Model puts a 
strong emphasis on contestants’ conflicts. 
The contestants of America’s Next Top Model are ordinary people. They bare their 
personalities on camera with nothing held back. Since all of the contents have to live 
in the same house during the competition, it is common to see competitors quarrel or 
fight with each other. In China’s Next Top Model, contestants are selected from a large 
number of models. They know how to handle pressures of competition and the 
modeling industry. Similar to the original format, the Chinese adaptation also puts 
some conflict elements into the show’s narrative, but the production team of China’s 
Next Top Model chose to “soften” those conflict elements. As an example from the 
third episode of season one illustrates, Zong Yitong (contestant) and Huhuan 
(contestant) complained about each other in the episode and audiences might have 
thought that they would have a fight later. But 10 minutes later, Huhuan injured her 
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foot and Zong Yitong was the first person who came to take care of her. The 
contestants’ conflict was shown, which is a necessary element of a reality show. At 
the same time, however, audiences witnessed the valuable friendship between the 
women. On America’s Next Top Model, Rene, one of the contestants in season 8 has 
three children. When she makes a phone call to her family, she breaks down crying 
and then becomes depressed. By showing those scenes, the cruelty of the competition 
is exposed to audiences. One of the contestants in China’s Next Top Model, Li Qiaodan, 
is also a mother. When she realizes that her baby is sick, she gets worried. Luckily, the 
production team gave her two hours to play with her baby in the Top Model house. 
The scene touched her competitors as well as audiences when Li Qiaodan met with 
her baby after 2 months. Compared to the original format, the Chinese version is not 
only equipped with a reality narrative but also adds Chinese traditional culture 
elements within photo shoots. Photo shoots are important to the series, and may 
involve beauty shots, clothing shots and theme shots. Generally, the shoots take place 
in a luxury setting. On occasion, they shoot overseas. However, the Chinese 
adaptations chose many of China’s historical sites as a backdrop for the photo shoots. 
In the ninth episode, the photo shoots were located in the classical Suzhou Garden. 
Before the photo shoots, contestants had to learn about a Chinese traditional opera, 
Kunqu, to enable them to have better performances on the photo shoots, since they had 
to wear the Kunqu costumes. 
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Although China’s Next Top Model didn’t gain the same recognition as The Voice 
in China, this imported format helped The Travel Channel improve its viewership and 
build its new channel branding. （Meng,2013） 
Case Three: The X Factor  
The X Factor was originally broadcast in 2004 on ITV, a British network. Simon 
Cowell created this format as a replacement for the popular show Pop Idol. Since then, 
it became another ratings success. In China, Liaoning TV has made two series of The 
X Factor, in 2011 and 2012. Last year, Hunan TV bought the format from Fremantle 
Media, and produced its Chinese version of The X Factor. The reason why this format 
was chosen for a content analysis is because this highly rated format didn’t do well in 
the Chinese TV market. 
 
Table 7. Rating comparison between Hunan TV’s version of The X Factor and other 
primetime  
Date   
Rating
s   
Ratin
gs   
Rating
s 
4/19/14 Day Day Up 1.686 The X Factor 1.582 
Chinese 
Dream   1.528 
5/3/14 Chinese Dream Show 1.827 Day Day Up 1.466 The X Factor 1.079 
5/10/13 Chinese Dream Show 1.935 The X Factor 1.355 Day Day Up 1.292 
5/17/13 Chinese Dream Show 1.817 Day Day Up 1.645 The X Factor 1.244 
5/18/13 Happy Camp 2.596 You’re the one 2.577 The X Factor 1.231 
5/24/13 Chinese Dream Show 2.026 Day Day Up 1.516 The X Factor 1.308 
5/31/13 Chinese Dream Show 1.876 Day Day Up 1.578 The X Factor 1.236 
6/1/13 You Are the One 2.421 Happy Camp 2.19 The X Factor 1.25 
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6/7/13 Chinese Dream Show 1.934 Day Day Up 1.174 The X Factor 0.797 
6/8/13 You Are the One 2.347 Happy Camp 1.636 The X Factor 0.93 
6/14/13 Chinese Dream Show 1.714 Splash 1.251 The X Factor 1.06 
6/15/13 You are the one 2.753 Happy Camp 2.116 The X Factor 1.259 
6/21/13 Chinese Dream Show 1.356 The X Factor 1.253 Day Day Up 1.114 
6/22/13 You Are the One 2.774 Happy Camp 2.501 The X Factor 1.237 
6/28/13 The X Factor 1.621 Day Day Up 1.568 
Generation 
Show 1.042 
Source: CVSC-SOFRES MEDIA 46 cities 
 
On most evenings, The X Factor was the lowest-rated show, except for the final 
episode. Hunan TV had high expectations for this show, but the results were 
disappointing. A comparison of the similarities and differences between the original 
and the Chinese adaptation can reveal the reasons. Similar to the UK’s The X Factor, 
the Chinese adpatation has the “X Factor” logos in the background, and the same red 
color lighting in its studio. In addition, the opening music is also the same. These 
similarities enable Chinese’ “X Factor” to be easily recognized as the adaptation of 
The X Factor format. The entire series and each episode used format elements similar 
to the original, but Hunan TV made some changes to the live shows, which is the last 
part of the selection process before the finale. The executive producer, Xiaqing 
believed that those innovations would increase the show’s appeal to the audience
（Ye,2013）. The 9th,10th, and 11th episodes containing the innovations, however, 
achieved the lowest ratings all 15 episodes. Like the ITV version, Hunan TV aired The 
X Factor once in a week increasing to two days a week on May 17th. However, this 
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programming strategy didn’t work for Chinese audiences. From May 17th to June 15th, 
the average rating of the shows was a 1.0 , which is lower than other primetime shows 
like Day Day Up and You Are The One.  
One of the drawbacks of the camera work is that it was too energetic. Hunan TV 
preferred to do innovative localization rather than simply follow the original format. 
It attempted to give the reality show a camera-driven aesthetic. Cameras made multiple 
zooms and shifts in perspective, which made the images unsteady. Moreover, the 
editing group used an uneven pace to do the editing. The frequency of cuts was much 
higher than the original format, which resulted in audiences misunderstanding the 
episode’s main plot. 
Case Four: The Voice of China 
Based on the data shown in table 8 below, the ratings for The Voice of China 
showed a steady increase. Although in episode four and two episodes before the season 
finale, the ratings decreased a bit, in general, the ratings of The Voice of China 
increased, from a season low of 1.477 to a season high of 5.314. Based on the data 
shown in table 9 below, The Voice of China had the highest ratings for every episode 
except the first episode, which had the second highest ratings. Although the ratings of 
The Voice of China ranked No. 1 virtually every time, the ratings of each episode kept 
increasing and exceeded the previous episode.  
The ratings for season two of The Voice of China were also very high and 
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increased steadily from episode one to the season finale. The Voice of China was top 
ranked throughout the entire season, and it stayed at a relatively high level. The first 
episode of season two of The Voice of China had a rating of 3.516 compared to 1.477 
for the first episode of season one. The rating of 3.516 for episode one would rank 
around median among all episodes of season one. This phenomenon demonstrated 
again that the success of season one made viewers inclined to watch season two based 
on the success of the first season. The second season ratings slowly increased after the 
first episode, then reached the top at episode eight (5.233), and slowly decreased to a 
low at episode thirteen (3.441), then increased to (5.174) for the final episode. In 
general, season two of The Voice of China was successful, but the ratings showed that 
some audiences might have become tired of watching it. 
 
 
 
Table 8, First season’s ratings of The Voice of China 
Episode Broadcast Date ratings Rating rank  
1 2012.7.13 1.477 2 
2 2012.7.20 2.717 1 
3 2012.7.27 3.075 1 
4 2012.8.3 2.725 1 
5 2012.8.10 3.31 1 
6 2012.8.17 4.019 1 
7 2012.8.24 4.133 1 
8 2012.8.31 4.201 1 
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9 2012.9.7 4.281 1 
10 2012.9.14 4.567 1 
11 2012.9.21 4.865 1 
12 2012.9.28 4.599 1 
13 2012.9.29 4.133 1 
14 2012.9.30 5.314 1 
Source: CVSC-SOFRES MEDIA 46 cities 
 
 
 
 
Table 9. Second season’s ratings of The Voice of China 
Episode Broadcast Date Ratings Rating rank  
1 2013.07.12 3.516 1 
2 2013.07.19 4.062 1 
3 2013.07.26 4.633 1 
4 2013.08.02 4.885 1 
5 2013.08.09 5.031 1 
6 2013.08.16 5.08 1 
7 2013.08.23 5.103 1 
8 2013.08.30 5.233 1 
9 2013.09.06 4.934 1 
10 2013.09.13 4.845 1 
11 2013.09.20 4.612 1 
12 2013.09.27 4.352 1 
13 2013.09.30 3.441 1 
14 2013.10.01 3.876 1 
15 2013.10.07 5.174 1 
Source: CVSC-SOFRES MEDIA 46 cities 
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Source: CVSC-SOFRES MEDIA 46 cities 
Figure 4. First season rating of The Voice of China 
 
 
Source: CVSC-SOFRES MEDIA 46 cities 
Figure5. Second season ratings of The Voice of China 
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With numerous television stations acquiring international TV format shows, these 
formats received many critiques. These reviews stated that importing a vast number of 
oversee formats will degrade domestic producer’s creativity, and harm local TV shows. 
As the researcher stated in the methodology chapter, those questions for each 
interviewer vary from one to another, since the professionals have different work and 
knowledge backgrounds. The researcher will summarize those interviews instead of 
stating each interview result separately. 
  “To be honest, I am afraid that copycatting overseas format will be the trend again.” 
Employee of a Chinese TV format agency 
“It’s good. The Chinese TV industry can’t rely heavily on international formats, 
we need to create our own formats.” 
Employee of a Chinese TV format agency 
One some level, minimizing the number of overseas TV formats will protect local 
TV formats as well as raise awareness of the need for better creative. But, to some 
television stations, who just stepped into the overseas format market, it would be 
unfortunate if they didn’t get enough experience learning from the foreign TV industry. 
Moreover, as one of the insiders mentioned, realizing the popularity and advantage of 
overseas international TV formats, some companies may have to copycat formats since 
the TV market has become more and more competitive. 
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“Co-production and co-development would be a trend. There is a co-development 
going on between China’s television media companies and foreign media companies. 
I am unable to disclose information about those two companies, but I will give you 
some information about the co-development project. They are working on creating a 
TV format, and each of them will own 50% of the format’s rights and the revenue from 
selling this format.” 
 
Michel Rodrigue 
CEO, The Format People  
Dad is Back is a coproduction of Zhejiang TV and the Korean Broadcasting 
System (KBS). Dad is Back is based on KBS’s popular show The Return of Superman. 
But Zhejiang TV didn’t buy the format; instead, it invited KBS to co-produce the show. 
Another non-scripted show, If Love was devised and filmed by Hubei TV and Korea’s 
CJE&M. The ratings of these shows had already proved the success of co-production. 
Based on those successes, increasing numbers of television stations and production 
companies want to co-produce. Regarding co-development, Zhejiang TV already has 
some co-development projects with Sony Pictures TV; Jiangsu TV reached an 
agreement with Armoza Formats concerning co-development. 
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“Take a look at the online video distribution platform in China. Don’t you think it 
would be the potential buyer of international TV formats?” 
International Format Consultant 
In recent years, online video sites such as Aiqiyi, LeTV and Sohu, began acquiring 
and producing original programming. Some of their original programs received 
considerable viewership. Earlier this year, Sohu aired its original reality show Secretly 
And Greatly. Within 48 hours, more than 15 million people（Li, 2014）had watched 
this show, which posed a threat to China’s television stations. This year, LeTV reached 
an agreement with Hunan TV regarding the rebroadcast of I Am A Singer. According 
to the agreement, LeTV is the only online platform that has the right to air I Am a 
Singer. At the same time, LeTV can produce some mini shows that relate to I Am a 
Singer, such as a video introduction of the show’s cast. Other streaming sites, like 
Aiqiyi, also made deals with other localized international format TV shows. Those 
findings indicate that online streaming sites have the interest as well as the ability to 
produce and purchase TV formats. （Zhan,2014） 
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CHAPTER FIVE: DISCUSSION 
 
The Current Landscape of International TV formats 
 International TV formats are experiencing tremendous growth in China’s 
television market. Compared to 2010, more than 20 international TV formats were 
broadcast in China during 2013. It dominates Fridays and the weekend’s primetime 
slots. Based on the charts in chapter 4, music contest based international TV formats 
are the hottest formats, which accounted for more than 30 percent of the total numbers 
of international TV formats. TV networks like Dragon TV, Hunan TV and Zhejiang 
TV owned more than one music competition based international format. Unlike 2010, 
different genres of international TV formats have evolved in China’s TV format 
market. Lifestyle and game shows ranked second and third on the list of different 
genres of international TV formats. In addition, the overall rank of all TV formats’ 
final ratings in 2013 indicates that the quality (ratings) of those international TV 
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formats varies widely. Some international TV format shows obtained ratings over 4.0 
while others gained ratings less than 0.5. Some international TV formats like So You 
Think You Can Dance and The Cube obtained high ratings in their original countries, 
but their Chinese adaptations garnered unsatisfactory ratings.  
Another conclusion that can be drawn from this study is that celebrity 
participation becomes an important element in international TV formats. As an 
example, in the music competition format, shows like Idol are trying to find aspiring 
singers among ordinary people. However, international television formats like I Am a 
Singer and Phantom Sanchez have participants as veteran musicians who have 
achieved success; Average people instead of music professionals judge their 
performances. In another international TV format, 2 Days & 1Night, celebrities also 
play an important role. The main concept of this show is that 6 celebrities spend two 
days and one night together in wild places with a limited budget. The success of this 
show helped Sichuan TV rebuild its brand. In 2013, international TV format shows 
with celebrity elements helped television networks establish stable viewership, 
therefore a large number of other television stations will buy this kind of international 
TV format. This is exactly what Chinese television stations did when they saw the 
success of China’s Got Talent and The Voice of China.  
In 2013, most international TV formats that were imported into China’s TV 
market were originally from European countries. In 2014, there was a trend of South 
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Korean TV formats being introduced into China; Chinese television stations purchased 
nine Korean TV formats. Audiences who like to watch foreign TV shows may notice 
that there a lot of European and American TV shows. It is challenging for Chinese 
television stations to pick up the right to shows that will meet audiences’ taste. 
However, South Korea has a similar cultural background to China, which reduces the 
risks of localization.  
Elements For Success 
Although an international TV format comes with a production bible and a 
consulting service, when it comes to adapting the format for Chinese audiences, 
success cannot be predicted. There are three important elements that can lead to an 
international TV format being successful in China based on the content analysis in 
Chapter 3.  
The first is to choose a suitable international TV format. The format distributor 
not only provides the paper format for the TV format buyer, but also offers information 
about ratings and target audience for the international TV format for its broadcast in 
its original territory. In some cases, buyers from the Chinese television market treat 
the ratings much more importantly than the paper format and the rest of the format 
packages. They are inclined to purchase international TV formats that have a record 
of high ratings without considering the TV format’s other characteristics. In addition, 
branding and target audience of the original broadcast network also significantly affect 
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the international TV format’s performance as a local version. China’s Next Top Model 
is a good example of a suitable international TV format. America’s Next Top Model 
was broadcast on The CW network; China’s Next Top Model aired on The Travel 
Channel. Those two networks have many similarities in terms of branding and target 
audiences.  
Taking advantage of appropriate localization helps the production team make a 
better local adaptation of an international TV format. As the core materials of an 
international TV format, the production bible has detailed lists of everything needed 
to produce this TV format locally. Following the production bible and the producer’s 
guidance may help maintain the quality of a local format adaptation. This does not 
mean, however, that the local production team has to follow every step in the 
production bible and format packages when it comes to culture differences, viewer 
habits and production values. For example, in order to honor Chinese viewers’ habits 
and their judgments of reality shows, China’s Next Top Model lightened the “conflict” 
and “competition” elements that were used heavily in the original American version. 
As in the case of Dad! Where Are We Going? , in order to make the Chinese adaptation 
appealing to local audiences, Hunan TV didn’t follow the casting guidance, the editing 
rhythm or the production value of this show’s original version.  
Appropriate localization means that the production team should not make any 
changes they want in adapting the international TV format. They have to accept that 
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the international TV formats have some advantages that they should appreciate. For 
example, on Hunan TV’s The X Factor,; in order to make sure its version of The X 
Factor would be innovative, they changed the talent selection process of the original 
format, which is the essential feature of this international TV format. This localization 
resulted in a gradual drop in the ratings.  
Last but not least, marketing techniques also play an important role in making an 
international TV format successful in China. Utilizing social media like Weibo (similar 
to Twitter) to promote audience’s participation will help the show to expand its fan 
base. With good scheduling, an international TV show could have wider access to 
audiences.   
The Future of International TV Formats in China  
It is clear that the edict “strengthening the limitation of entertainment-based 
television shows” has already affected international TV formats in the Chinese TV 
market. Some television stations and production companies have already utilized the 
strategy of “co-production” to react to the latest edict. But international TV formats 
still have a promising future. What will change is the method of cooperation between 
the format distributor and Chinese buyers. In addition, there is a chance that online 
streaming platforms will join the international TV format trade, since those platforms 
have a stable viewership and are inclined to create their own TV shows. If Chinese 
television can take advantage of “co-development” in the future, it will be not only an 
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importer but also an exporter of international TV formats. 
Limitations & Recommendations for Future Research 
There are a few limitations to this study. Primarily, only four international TV 
formats were discussed, and most of them only aired for one season in China. Another 
limitation is related to the period of time observed for the current landscape; only 
2013’s international television formats had rating records available to the researcher. 
Additionally, since the researcher is not a subscriber to CSM, the rating research 
company in China, ratings that the author could have access to were limited. This is 
also the reason that the researcher didn’t perform a ratings analysis for all four case 
studies. A recommendation for a future study is to conduct more content analysis that 
could minimize the limitations of this study. Additionally, another researcher could 
interview more insiders from the international TV format industry, especially someone 
with a work background in Korea and Europe. Finally, further studies could include 
some co-production and co-development shows that will premiere this fall. 
Conclusion 
After many years of simply copying foreign TV shows, China’s TV market began 
to change the way of creating new TV programs by looking into importing foreign TV 
formats. The lack of creative and innovative ideas for TV programs made producers 
turn toward international TV formats. The foreign TV formats not only satisfy the 
audience’s urge to watch good shows, but also provide the opportunity to expand TV 
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stations’ revenue streams. Imported TV format programs bring innovative ideas, 
standardized production processes, colorful stages, and new technologies into China’s 
TV market. For TV stations, importing TV formats would lower the potential risk of 
suffering revenue loss and shorten production times. But after more and more TV 
stations adopted the TV format business, significant problems emerged. The questions 
associated with how to take a better approach importing TV formats include how to 
target the proper audience segment and how to localize the international TV format 
programs to better fit China’s TV market. Many TV production professionals 
commented about the phenomenon of importing many foreign TV formats into 
China’s TV market. They thought it would further reduce the creativity of China’s 
local TV programs since TV stations would depend more on international TV formats. 
But in the researcher’s opinion, importing international TV formats into China’s TV 
market would stimulate China’s TV producers to learn about cutting edge technologies 
and evolve their innovative ideas. After China’s local production team got the 
“production bible” and cooperated with foreign advanced production teams, China’s 
TV production teams would improve their abilities and skills. There are three points 
to ensure the quality of international TV formats. First, deeply evaluate the opportunity 
and risk importing specific TV format programs; second, suitably localize foreign TV 
formats to better fit China’s TV market; third, improve the broadcasting environment 
and cultural diversification. After the publication of the entertainment edict, there 
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would be some impact on the number of international TV format programs, but 
according to the current trends in China’s TV market, TV formats programs would 
remain popular for many years. The entertainment edict could also be an opportunity 
for local production teams to cooperate with foreign production teams to invent and 
create new TV formats together. From simply importing to cooperating to creating TV 
formats would be an improvement for China’s TV market. 
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Appendix A 
 
(1) What is a production bible? Some articles state that it contains information 
about shows’ target audiences, rating and scheduling, while other articles 
argued that a production bible provides the information about set design, music 
and host & participants characters.  
 
(2) Matt Elmes (former producer at BBC) mentioned in a TV Format event, that it 
was tough selling TV formats in China due to the price and format cloning? 
Have you ever confronted those difficulties? Is that still a big problem in 
selling TV formats in China? 
 
 
(3) There is a trend to purchase Korean TV formats instead of Western TV formats 
in China. China and Korea have many similar cultures. What is your opinion 
about this trend? 
 
(4) Are there any differences you have noticed between cooperation with 
production companies (like Starry) and TV Stations (like Hunan TV).  
 
 
(5) What is your opinion regarding the new edict -“strengthening the limitation of 
entertainment-based television shows”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
